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ABSTRACT

The advent of e-commer ce has brought about new implications on research
directionsinthebusinessarena. Isit not sufficient to just study the formation
of electronic marketsin e-commerce. It isalso necessary to haveinsight into
theelectronicmarkets innermostworkings. Thischapter, therefore, highlights
thefactor sthat givethese new or gani zational for ms(e-commer ceenter prises)
sustainable competitive advantages. The chapter is present in three main
sections. A study of variety of reports of practitioners and researchersfrom
theinternational arena, provideabackground of prior knowledgeinthefiled.
Theanalysisof thisknowl edge baseisconceptualizedinto a framewor k of key
factors affecting e-commerce success. Finally, the results of an empirical
study of South African e-businesses are reported on. The authors provide
someinsight ontheapplication of the conceptual framework asappliedinthe
South African situation.
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INTRODUCTION

Theworldof Internet commercehasbeenrapidly evolvingsinceitsadventin
the1990s. Thishashadimplicationsonresearchdirectionsinthefieldof e ectronic
commerce (e-commerce). No longer isit sufficient to study the formation of
electronic marketsin e-commerce. Itisal so necessary to haveinsight intothe
electronicmarkets’ innermost workings. Thischapter, therefore, highlightsthe
factorsthat givethesenew organizational forms(e-commerceenterprises) sustain-
able competitive advantage, thusallowingthemto createvalueinthelnternet
marketplace, andincreasetheir ability tomaximizeprofits.

Thefollowing sectionsreview variousfactorsrel ating toe-commercesuc-
cessesandfailures. Theanalysisof thesefactorsprovides, enablingdirectionsin
successful adaptationsand new i nterpretationsof |ong-standingissuesthat senior
managersfacewithnew directionsof I nternet commerce.

Thechapterispresentedinthreemain sections. First, astudy of avariety of
reportsof practitionersand researchersfromtheinternational arena, providea
background of prior knowledgeinthefield. Thentheanalysisof thisknowledge
baseisconceptualized into aframework of key factorsaffecting e-commerce
success. Finaly, theresultsof anempirical study of South Africane-businessesare
reported. Theauthorsprovidesomeinsight ontheapplication of theconceptual
framework asappliedinthe South Africansituation.

Figure 1: Types of E-Commerce
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Source: Adapted from Chan et al., 2001
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